
Service Quality and Reputation Toward Customer
Trust in Life Insurance Corporation

L. Lisnawati, Girang Razati, Henny Mulyani
Faculty of Economic and Business Education

Universitas Pendidikan Indonesia
lisnawati@upi.edu

Abstract— The low of customer trust is discussed on
insurance sector. Companies should pay attention to this aspect
because trust plays an important role in the engagement of long-
term relationship between company and consumers in insurance
services. Zurich Gold Lion is one of the insurance company
which has a problem with customer trust. This study aims to
identify and measure the impact of service quality and reputation
on customer trust. This research applies descriptive verification
method and research data is collected from 150 respondents of
Zurich Gold Lion customer by multiple regression analysis
techniques. It is discovered that service quality and reputation
positively affected customer trust, service quality positively
affected 35,8% customer trust while reputation affected 7% on
customer trust. In addition, a factor in building a good service
quality is the quality of interaction between service provider and
customer, while the workplace environment is a factor in creating
perceptions of the customer to the company's reputation.
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I. INTRODUCTION

Trust has become a great issue of discussion in business,
academics and the media. The discussion found that lack of
customer trust happened in many industries [1]. High level of
trust in agreement is very needed because it will be done for a
long period of time. Creating a good relationship with
customers and increasing the trust is the key to influence
customers' perception toward company [2].

Research conducted on the insurance sector in Ethiopia
faced the same problems as well, it is the low of trust that
showed from a decrease in the number of customers that affect
the company's premium [3]. This condition forced the company
to increase customer loyalty by improving customer trust.
Improving trust is a strategy to create long-term relationships.
In developing management of relationship between consumers
and companies, it is very important for a business to pay
attention to the detail level of consumer trust and commitment
to the company [4].

According to Asosiasi Asuransi Jiwa Indonesia (AAJI) the
insurance penetration in Indonesia is still below 3%, this
condition describe that the growth of insurance business is not
significant until 2015. Data from the OJK (Otoritas Jasa
Keuangan) showed that conventional for life insurance industry
become the sector with the lowest growth assets throughout
2015. After declining 0,3% in 2014, life insurance industry
premium income decreased to 9,3% in 2015. These conditions

illustrate that there are still many people who do not have a
trust to use a service insurance.

Empirical data and previous studies showed that the level
of trust toward company is still low. If it is not directly
handled, it can be affected to the different issues. There is the
need to solve this problem in the exact time in order to keep
and develop the customer trust toward company.

Zurich Gold lion is one of the insurance corporations in
Indonesia. This company also faces the same issue as well it is
the lack of customer trust, and it is indicated from increasing
number of complain, customer loss, and under standard
corporate persistence. The complains contain of agent
explanation that didn’t relevant to reality and the unclear
information, time period of disbursement customer claims are
slow, and agent’s explanations are not detail. The proper
solution for the company is to improve service quality and
reputation so that customer trust is back.

The solution aims to improve the perception of customer
trust, so that customers will keep investing to the company. To
prove the effect of service quality and reputation toward
customer trust is still needed to be investigated by conducting a
survey to customers.

II. LITERATURE

Marketing is the activity, set of institutions, and processes
for creating, communicating, delivering, and exchanging
offerings that have value for customers, clients, partners, and
society at large [5].

Marketing is not only about goods but also service.
Services are a form of product that consists of activities,
benefits, or satisfactions offered for sale that is essentially
intangible and do not result in the ownership of anything [6].
Service that is delivered must have a good quality, service
quality is general assessment of a person to the excellence
services provided by comparing expectations and reality [7–9].
The dimension used to measure service quality are interaction
quality, physical environment quality, and outcome quality
[10].

Providing services will create a personal relationship, if it is
given greatly, then the relationship will improve consumer
trust, and vice versa. Several studies reveal that service quality
influences customer trust [11–13]. The higher level of service
quality provided, the higher level of trust accepted by
company. The successful and sustainable of company in
competitive environment depends on the company's ability to
produce services according to customer needs [14], then the
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quality of service is a very influential component in enterprise
competition [15].

Besides service quality, increasing reputation may affect
trust, reputation can be defined how an entity (private or
public) perceived by each stakeholder group, and reputational
risk as the risk that an event will affect stakeholders'
perceptions negatively [16]. Reputation is accumulation
assessment of individual or group against the company or
organization to give satisfaction created from time[17–20].
Reputation measurement can be performed using the
dimensions of Fombrun [21] consisted of product and service,
vision and leadership, workplace environment, financial
performances, social responsibility, and emotional appeal.

Reputation can help a company to achieve competitive
advantage, improve market performance, and customer value
that will ultimately increase the confidence in the company
[17]. An identity and reputation of the company are able to
create and boost consumer confidence, supported by the best
service to consumers who will ultimately affect consumer
loyalty in the long term [2]. Company with a good reputation is
very useful in building consumer trust, the trust will affect the
consumer's commitment to the company [22]. Reputation has a
positive and significant impact on consumer trust, the excellent
reputation of the company is an invisible asset for the
sustainability of the company, beside the reputation of the
company can maintain in facing the crisis [23]. An individual
who believes a company's reputation will cause consumer trust
[24].

Trust is the willingness of a party to be vulnerable to the
actions of others, and others believe that companies are
competent, open, caring, honest, and reliable [25–27]. It is
believed that a service provider can establish long-term
relationships with consumers [28]. Dimensions in measuring
the trust consisted of ability, benevolence and integrity [25].
According to the explanation above, here is the research
paradigm:

Fig. 1 Research paradigm

III. RESEARCH METHODELOGY

This study investigates service quality and reputation and
its influence on consumer trust through marketing management
approach. The independent variable of this research is service

quality and reputation while  dependent variable is customer
trust.

Based on the aim and the variables stated above, this
research is categorized as a descriptive and verification
research. This research tests the hypothesis of the influence of
service quality and reputation on customer trust in life
insurance corporation. This research was done in less than one
year using cross sectional method. The technique used is
survey research and analysis unit is Zurich Gold Lion
customer. This study examined 150 respondents using simple
random sampling. Data collection techniques used were
interviews, questionnaires, and literature study. Meanwhile,
verification of data analysis techniques using multiple linier
regression using SPSS 21.0 for Windows.

IV. FINDINGS AND DISCUSSIONS

Companies that are able to provide the best service will
create commitment and trust in the company to continue using
the service. Supported by the good reputation that will make
customers become increasingly trust to the company. The
reputation able to have a positive impact, increasing customer
trust, profits are up, and be able to retain customers despite the
financial crisis.

The analysis test used multiple linier regression analysis in
order to measure the impact of service quality and reputation
on customer trust. This is the following result:

Y = 6,568 + 0.305 X1 + 0.166 X2

Based on the multiple linear regression equations above,
the constant of 6.568, stating that if there is no service quality
and reputation then the value of customer trust is 6.568 The
regression coefficient variable quality of service of the unit
value of 0.305 means that any increase in the service quality
will increase customer trust by 0,305 of the unit value and vice
versa if a decline in service quality, customer trust will
decrease by 0,305 of the unit value. While the regression
coefficient of variable reputation of the unit value of 0.166
means that whenever there is an increase reputation will
increase customer confidence by 0.166 of the unit value and
vice versa if the decline in reputation, it will lower customer
confidence in the unit value of 0.166.

After that, this research was studied by significance test
(Ftest) with standard of significance is 5 %. The result shows
that Fcount is 160,358 and Ftable is 3,06 (Fcount>Ftable) so
we can see that Ho is declined, and H1 is accepted and the
conclusion is that regression is signified.

Aside from Ftest, the research was studied with regression
of a coefficient significance test ( t-test), with one side test of
ttabel and 0,05 or 5 % standard of  significance. Then it is
known that  df150 – 3 = 148 (n-k) and can be known through
the t-test of  7,643>1,976 for the service quality and for the
reputation of  3.376>1,975,  It means service quality and
reputation has positif  impact on customer trust.

The success and survival of the company in a competitive
environment depends on the company's ability to produce
services base on the customer needs [14], the quality of service
is a very influential component of competitive companies [15].
If the company can provide good quality and satisfying service,
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then it can establish a corporate image and build trust and a
sense of comfort for the customers [13].

Interaction quality consists of insurance knowledge,
attitudes and behavior have become important factors in
providing services because it will build customer quality
perceptions. The quality of the interaction that occurs between
the customer's experience with the service providers. In fact, it
has become a vital factor that will make the customer feel
satisfied [29]. Knowledge, attitudes, and behavior of service
providers in the interaction became very important [30],
therefore the interaction is at the heart of a customer's
experience.

Reputation also plays an influential role in a business, the
company has a good reputation has several advantages such as
creating barriers to entry other markets, maintaining the
memory of customers, and strengthen a competitive advantage
[31]. Workplace environment dimensional becomes an
important factor in building customer perception of the
company's reputation, which is obtained from the customer's
view of Zurich impressed either party in the eyes of the
customer. If the condition mantained and enhanced perfectly,
to company reputation will be improved. A fundamental thing
to company reputation lies on the quality the staff of the
organization, how their motivation and ability. How employees
are treated will affect the reputation of a company associated
[17].

V. CONCLUSION AND RECOMMENDATION

Based on the result of the descriptive and verificative
analysis by employing multiple linear regressions between
service quality and reputation toward customer trust, service
quality and reputation have a positive influence on trust. On
service quality, quality of interaction has the highest score for
service quality, then it is should be improved and maintained
by improving knowledge, attitudes, and behavior of the
company, with a good process, the customer will be satisfied
and had an excellent perception toward company.

Workplace environment is an important factor in building a
reputation, it is shown from this research that it has the highest
score at reputation variable. Good perception of company and
all the elements inside has contributed for reputation
perception. Employee's competency will satisfy customers and
created a confidence that the insurance company is the right
place to invest and establish long-term relationships in
financial aspect.

The ability of company has a high contribution in creating
customer trust. This study showed that Zurich is considered to
have qualified in delivering service or having a good ability to
carry out the roles and obligations to the customers. Zurich
must improve ability of employees, agents, and all parties that
are responsible for providing services to the customers so that
the company will have a positive value in the future.
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